 Abstract: The research objective is to examine the factors that influence the intention to use Peer-to-Peer Lending Financial Technology Website in Jadetabek. The research design is a quantitative method using Structural Equation Model (SEM). The sampling technique is convenience sampling. The data collection method used questionnaire. The questionnaire distributed to 110 respondents who already visit the fintech peer-to-peer lending website. The statistical software employed in this study is the SmartPLS 3.0. The results show that information quality, service quality, and perceived value directly had a significant effect on the fintech peer-to-peer lending website usage intention. The results show that service quality, perceived value, and information quality directly had a significant effect on the fintech peer-to-peer lending website usage intention.
I. INTRODUCTION
Financial Technology (Fintech) became one of the most promising industries in 2016 [1] . The development of Fintech, driven by the rapid growth in start-up companies with innovative business models that provide new products and services, thus transforming the financial world for the better for the future. Ref [2] found that investment in Fintech had risen dramatically in the last five years, in 2008 the number of FinTech investments is less than 1 billion dollars and increased in 2013 to 3 billion dollars. Furthermore, Fintech's investment is expected to continue to increase, reaching 8 billion by 2018 in the future [3] . While according to ref [4] , global investment in fintech grew 10 times from 2010 to 2015. There is an opportunities for the development of financial technology in Indonesia [5] . While the use of digital finance in Indonesia based on a recent survey conducted by McKinsey reached 40% and this percentage is predicted to increase seven-fold from its original value [6] . Fintech regulations in Indonesia and other developing countries are still relatively low when compared with developed countries which quickly form a regulation against outsiders who are predicted to affect the state of the country's economy [7] . The previous research that studied the relationship between the brand trust and perceived value has found a significant influence on their intention to use [8] - [14] . Ref [11] conducted a study of the fashion industry in Tehran, Iran. Moreover, another researches conducted a study of technology-based industries in Techtel Corporation, NewYork [8] . According to ref [8] , brand attitude can improve the competitive advantage of the company because the brand can last long although the technology is always experiencing a change. According to [14] , there is a significant relationship between web trust and intention to purchase that mediated by perceived value. However, ref [15] argued the finding from Salehzadeh & Pool and Aaker & Jacobson that there is no significant influence between brand trust on perceived value in tea buyers in Taiwan's Tainan city [8] , [11] , [15] .
The previous research had examined that there is a significant and positive influence between service quality and perceived value on the usage intention [16] - [21] . Ref [20] conducted a study of the education sector in the USA. Ref [17] conducted a study of the hospitality sector in Mauritius. Ref [18] conducted a study of employee engagement and employee performance in Topas TV Regional, Indonesia. Ref [16] conducted a study of the taxation sector di KPP Pondok Gede, Indonesia. However, ref [22] research study of B2C e-commerce in South Africa finds results that are inconsistent with ref [16] - [18] , [20] with no significant influence between service quality on perceived value.
Recent research reveals that information quality has a significant influence on perceived value, i.e., [20] . However, different with ref [16] research that conducted a study of taxation sector at KPP Pondok Gede in Indonesia, and ref [23] research that conducted a study of accounting division at Bali, Indonesia, which has a significant influence information quality on their intention to use. However, ref [24] research study of B2C e-commerce in South Africa finds results that are inconsistent with ref [16] , [20] , and [23] , with no significant influence between information quality on perceived value, but information quality has direct influence to intention to use.
Also, recent research reveals that the relationship between the system quality and perceived value has no significant influence on their intention to use [25] . Ref [25] conducted a study of software seventhsoft accounting in Indonesia.
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The Factors of the Intention to Use P2p Lending Financial Technology (Fintech) Website at Jadetabek Intervening By Perceived Value However, ref [16] research that conducted a study of taxation sector at KPP Pondok Gede in Indonesia and ref [23] research that conducted a study of accounting division at Bali, Indonesia finds results that are inconsistent with ref [25] . Based on recent research, ref [17] conducted a study of the hospitality sector in Mauritius. Ref [26] research conducted at a tea shop in the city of Tainan, Taiwan. Ref [27] conducted a study of wearable devices user in Korea. Ref [23] research that conducted a study of accounting division at Bali, Indonesia. Ref [18] conducted a study of employee engagement and employee performance in Topas TV Regional, Indonesia. Ref [16] conducted a study of taxation sector di KPP Pondok Gede, Indonesia. Ref [11] conducted a study of the fashion industry in Tehran, Iran. Based on the previous shows that there is a significant relationship between the perceived value to intention to use.
Research on the intention to use towards end users of a system is an important thing in measuring the success of a system. The intention to use is often used as one measure against a system to compare with other measurements such as usage levels and perceived value [28] . Therefore, the researchers examine the determinant factors of the fintech peer-to-peer lending website usage intention. The authors expected the results of this study can encourage a people to use Peer-to-Peer Lending services. In this study, the authors examine Brand Trust, Perceived Value, Service Quality, System Quality, Information Quality and Intention to Use.
II. METHODS
The research design is a quantitative method using Structural Equation Modelling. Data collection techniques using questionnaires are collective administration, electronic questionnaires, and administration in public spaces [29] .
Researchers created an electronic questionnaire with the help of Google Forms, and this research survey was conducted during September 2017 through January 2018 through online media such as Facebook and Line. The online questionnaire was distributed using the Facebook Pages of Amartha, Crowdo, Danadidik, Investree, and KoinWorks. The printed questionnaire was distributed in the IYKRA Industry Knowledge Update seminar: Why Fintech was held at Ariobimo Sentral Building. The indicators was measured using Likert-type scales. The values are between 1 (strongly disagree) to 5 (strongly agree). Brand Trust indicators were adopted from the previous research [30] . Service quality indicators were adopted from the previous research [31] . Information quality and system quality indicators were adopted from the previous research [32] . Perceived value were adopted from the previous research [33] . The intention to use were adopted from the previous research [34] . In this research, the selection of research samples was determined based on the population who had visited the Fintech peer-to-peer lending website in Jadetabek. Due to the unknown population number, the researcher chooses the convenience sampling technique. The sample size was 110 respondents. The sample size determination techique is 10 times of the indicators [35].
The samples taken in the study were obtained through the screening process. The selection criteria as follow: First, samples taken are people who have visited the peer-to-peer lending website in Jadetabek. Second, respondent's age is at least 17 years old. Third, the peer-to-peer lending website user must specify at least one known peer-to-peer lending company. Fourth, geographical location (domicile or location of work) is in Jadetabek region.
III. RESULTS AND DISCUSSIONS
Test the Validity and Reliability Questionnaire Based on the findings in Table 1 To pass the convergent validity test, the indicators of a variable should be highly correlated. In PLS, the convergent validity is measured by the AVE score (Average Variance Extract) and Communality. Communality score same with AVE score in PLS. AVE score must > 0.5, if it is lacking, then there should be an eliminated indicator (which scores are loading between 0.5 -0.7).
The reliability level of a variable is measured from the value of Cronbach's alpha and its composite reliability value. According to Ghozali & Latan (2014) , these variables are considered reliable if the value of Cronbach's alpha is> 0.7 and its composite reliability> 0.7. Once executed in SmartPLS, these values for the study are as follows. 
Inner Model and Hypothesis
Structural model testing is done with the aim of predicting causal relationships between variables. In this study, 5000 iterations or resampling, because for the final result it takes a large number of iterations. While the selected resampling scheme is the scheme of individual sign changes. The structural model in the PLS is evaluated by using the path or t-values coefficient of each path.
After bootstrapping is executed, the output is as follows:
The Factors of the Intention to Use P2p Lending Financial Technology (Fintech) Website at Jadetabek Intervening By Perceived Value T-statistics for the relationship between KI (Information Quality) and KUM (Intention to Use) in intervening by PN (Perceived Value) is 2,157. This value is higher than 1.96. When compared to the direct relationship between Information Quality and the Intention for Significant Use (t-statistics = 2.689), it can be concluded that the relationship between Information Quality and Intention to Use is entirely mediated by Perceived Value.
T-statistics for the relationship between KS (System Quality) and KUM (Intention to Use) intervening by PN (Perceived Value) is 1,640, so it is concluded that it has a t-statistic value less than 1.96 so that the System Quality variable does not affect the Intention to Use with mediated by Perceived Value.
T-statistics for the relationship between KM (Brand Trust) and KUM (Intention to Use) which is intervening by PN (Perceived Value) is 0.840, so it is concluded that it has a t-statistic value less than 1.96. So the variable of Brand Trust does not affect the Intention to Use with mediated by Perceived Value.
The Q2 values is 0,543, it can be concluded that the model has predictive relevance (Q2> 0). Predictive relevance can be used to measure the value of observations of a model and how well its parameters are estimated. So it can be concluded that this model has good parameter estimation and good observation value. The r2 values range between 0 and 1. The r2 is 0.399. It can be concluded that the model is good.
Discussions Brand Trust Has Influence on Perceived Value From hypothesis testing in Table 3 , it can be concluded that the hypothesis of the influence of Brand Trust against the Intention to use by intervening by the Perceived Value is not accepted. These findings support the findings of previous studies that Brand Trust affects the Perceived Value [8] , [11] , [26] .
Service Quality Has Influence On Perceived Value From the hypothesis testing in Table 3 , it can be concluded that the hypothesis of the effect of Service Quality on the Intention to use by intervening by the Perceived Value is accepted. These findings support the findings of previous studies that Service Quality affects the Perceived Value [16] - [18] , [20] , [22] .
Information Quality Has Influence On Perceived Value From the hypothesis testing in Table 3 , it can be concluded that the hypothesis of the effect of Information Quality on the Intention to use by intervening by the Perceived Value is accepted. These findings support the findings of previous studies that Information Quality affects the Perceived Value [16] , [20] , [22] , [23] .
System Quality Has Influence on Perceived Value From hypothesis testing in Table 3 , it can be concluded that the hypothesis of System Quality influence on the Intention to use by intervening by Perceived Value is not accepted. These findings support the findings of previous studies that System Quality affects the Perceived Value [14] , [16] , [23] , [25] .
Perceived Value Has Influence on the Intention to Use From the hypothesis testing in Table 3 , it can be concluded that the hypothesis of the influence between the Perceived Value against the Intention to use is accepted. These findings support the findings of previous studies that Perceived Value affects the Intention to Use [11] , [14] , [16] - [18] , [23] , [26] , [27] .
IV. CONCLUSIONS
In this research, we discussed the respondent profile, the measurement model, and the structural model. Based on the descriptive analysis, most of the respondents are well educated, allocate a reasonable amount of money for traveling, and are active on social media. We suggest that museum managers should manage their social media for promotional and educational purposes. Using confirmatory factor analysis, we can conclude that all indicators in the variables are valid and reliable. This study can be considered as offering new research in this area. Some variables had average variance below the suggested value, and future studies should consider replicating the study; path analysis should be applied to examine the causal relationship between variables.
